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This dissertation is written as part of the MSc in Hospitality and Tourism 
Management at the International Hellenic University. The main scope is to identify the 
importance of developing Food Tourism in Greece and especially in Greek hotels. An 
emphasis is thus given to the exploitation of Greek local cuisine by hoteliers. 
Primarily, it is essential to identify and detail different definitions about Food 
Tourism and its evolution. The analysis in the next section is related directly to the 
gastronomy traditions from ancient years and the historical background of Greece. 
What follows is a critical analysis on the current gastronomic offer and the way local 
cuisine is implemented in the most discrete cases of hotels, mentioning the necessity 
for exploitation of Greek cuisine. Subsequently, the centralized inquiry of the study 
presents the challenges and existing problems that should be addressed, as far as the 
Greek reality is concerned and in the context of the existing utilization of local cuisine. 
The questionnaires completed by hotel owners and employees of all hotel 
department were catalytic to the completion of the study and the endeavor for 
demonstrating targeted proposals. The thesis concludes with the suggestion of 
alternative activities and practices for greek hotels in order to develop Food Tourism, 
with an emphasis on Slow Food methods. 
On the whole, the present study aims to analyze Food Tourism, as a concept of 
Special Interest Tourism implemented in hotels and clarify whether its contribution can 
generate sustainability and economic growth for Greek hotel enterprises.   
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1.1. Aims and Objectives. 
Nowadays, Food Tourism is becoming steadily more popular among tourists 
from all over the world (UNWTO, 2017). Food contributes for a destination to become 
a choice for potential visitors and is among the three appreciable criteria about where 
to travel (UWTO, 2012). All tourists require food and dining out is one of the most 
sought-after leisure activities for them (Yeoman, 2008), that also affects the guests’ 
experience and intension to revisit a destination or hotel (Kivela & Crotts, 2006). 
According to World Food Travel Association, more than 95% of tourists from 
all over the world, joined in at least one “food tourism” experience during the time of 
their vacation (WFTA, 2020). Inevitably, the tourism industry, always in a quest for 
new, alternative and diverse destinations, has turned food into a prominent element of 
attraction for visitors, reconstructing the perceptions about the components of a trip 
(UNWTO, 2017).  
Over the years, through World Food Travel Association’ s research, secondary 
research, interviews and conversations, the value of food tourism is estimated at 25% 
of the travel budget (WFTA, 2020). The figure may get as high as 35% in high cost 
destinations, and as low as 15% in destinations and accommodation with affordable 
prices. At the same time, confirmed food travellers outlay almost the double amounts 
(ICTA, 2012). 
For Greece, a country that has faced many incidences over the last decade, 
mainly due to the economic crisis and instability of the economic system, Food Tourism 
may introduce a valuable source of revenue. Thus, as there is a slight hope for evolution 
presently, it is critical for the country to seek for alternative and profitable tourism 
sources. Undoubtedly, Greece is a popular tourist destination with great gastronomy, 
but not yet a remarkable or prominent food tourism player in the international tourism 
market. 
Therefore, regarding food tourism in Greece, the following questions arise: 
Does Greece have the qualifications to apply a food tourism plan? Which are the 
challenges that should be encountered? Can Greece be competitive? Which could be 
the ideal strategic food tourism plan? 
Due to its rapid growth (WTO, 2012) Food Tourism is becoming more and more 
popular field of study for the scientific community, researchers, tourism professionals, 
food industries and national governments (Long, 2004). Recently, the Association of 
Greek Tourist Enterprises and the Greek Chamber of Commerce have been particularly 
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concerned about this sector, and the Greek Tourism Confederation (SETE) has 
incorporated gastronomy as a tourism product that needs a marketing strategy to be 
developed and increase the country’ s revenues. 
Today, food tourism appears as a powerful tool for economic evolution, which 
could smooth the way for stability and certainty about the future and generate a 
competitive advantage for the country and its hotel businesses. Based on the above, this 
dissertation aims to present a comprehensive analysis of the current Greek gastronomy 
offer, examine the challenges that should be overcome, identify the potentials of food 
as a component of tourism attraction and finally, propose the most suitable approach, 





2.1. Overview of Food Tourism. 
 
2.1.1. Definitions of Food Tourism. 
The correlation between gastronomy and tourism is quite complicated and 
multiplicate. Several attempts have been made to define food tourism, culinary tourism, 
gastronomy tourism and signify the interrelation between “food” and “tourism” 
(Ignatov and Smith, 2006). It could be easily argued that the relation between them is 
symbiotic. Destinations offer to accommodation hosts food, recipes, cooking 
techniques, chefs in a cultural basis to converts gastronomy into an iconic product for 
consumption by tourists (Fields, 2002; Richards, 2002; Scarpato, 2002). 
The term “culinary tourism”, first proposed by Long in 1998 to expresses the 
different cultures and ways of life that a tourist can come across via food (Long, 2004). 
She mentioned that “culinary tourism is about food, exploring and discovering culture 
and history through food and food related activities in the creation of memorable 
experiences” (Long, 2002). 
Food is linked to cultural tourism (UNWTO, 2017), constituting by itself a 
valuable and attractive component for the conventional portfolio of cultural products 
offered by destinations (Simpson, 2008). Its preparations vary in every country and 
region, reflecting specific features of geophysical and climatic conditions, agricultural 
production, traditions and culture of each place (ΣΕΤΕ, 2009). According to Kivella 
and Crotts (2006), “gastronomy is a composite and multifaceted activity, since it is 
closely related to food, wine and beverages, including elements of chemistry, literature, 
biology, geology, history, anthropology, music, philosophy, psychology and 
sociology”. Consequently, one who is interested in gastronomy, is also concerned about 
the place’ s specificities and various activities (Wolf, 2002).  
Currently, Food Tourism constitutes a form of Special Interest Tourism 
(Yeoman, 2008). The number of tourists showing a special interest in food, different 
gastronomy experiences and exceptional dining moments is continually increasing 
(Mintel, 2009). For those, gastronomy constitutes a primary motivation for travelling. 
However, food might be also an additional or supplementary purpose of the overall 
experience during a trip (Kim et al., 2009). According to Quan & Wang (2004), food 
may constitute the core element  of the tourist experience or enhance it, while Fields 
(2002) argued that motivations influencing visitors for food consumption may be multi-
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dimensional (Mak et al, 2009). In general, the more meaningful food is as incentive for 
travelling, the more authentic experiences compose requirements for travelers. 
Food tourism is mentioned also as gastronomy tourism, culinary tourism, or 
wine and food tourism (Hjalager and Richards, 2002; Hall et al., 2003; Hall and 
Mitchell, 2005). Boniface (2003) used also the term “tasting tourism”. Hall and 
Mitchell (2001) suggest “gastronomy tourism as visits to food producers, restaurants, 
festivals and places where gastronomy is a major factor of the trip”. Hjalager (2003) 
claims that consumption of local food is a means of acquaintance with local cuisine and 
culture. Hall and Sharples (2003) define gastronomy tourism as “a travel experience to 
a region with a distinct gastronomy and recreational purposes, that include visits to 
primary or secondary food producers, gastronomic events, rural markets, cooking 
demonstrations to taste quality local products, and generally every kind of food 
activity”. Smith and Xiao (2008) designate food tourism as “every travel experience 
through which one learns, appreciates and enjoys well-known products of local 
gastronomy”. According to Kivela and Crotts (2005), there are two common points 
among definitions: people travel having the intention to sample regional food and 
beverages and the determination to acquire unique, distinctive and memorable 
experiences. Based on this, Santich (2004) proposed that “the centre of gastronomy is 
not the food and drink itself, but how, where, when and why of eating and drinking”.  
Food is not solely dealing with biological needs, but also contributes 
significantly to upgrade a tourist product and mark the overall travel experience (Quan 
and Wang, 2004). Nowadays, people do not purchase just tourist products, but the 
expectation of an experience (Sigala and Christou, 2014) and gastronomy may 
considerably contribute to this direction (ΣΕΤΕ, 2009). 
All the above are equivalent to designate the same phenomenon with certainly 
nuances in meaning among the terms that describe the food tourism industry. Therefore, 
Wolf introduced the following simple and overarching definition: “Food tourism is the 
act of traveling for a taste of place in order to get a sense of place” (WFTA, 2018). 
Briefly, this definition includes food- and beverage-loving travellers, visitors, gourmet 
aficionados, different industry sectors and a wide range of activities.  
 
2.1.2. Evolution of Food Tourism.  
WFTA (2020) has identified three phases in the evolution of the Food Tourism: 
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• 2001-2012: Initially, food tourism was defined as “the search for specific, 
unique and memorable food and beverage experiences” (Green and Dougherty, 2008; 
Kim et al., 2009; Quan and Wang, 2004; Wolf, 2001). Natural beauty, authenticity of 
places and surroundings, as well as food presentation are key attributes, that may enrich 
a travel experience and create a lasting memory (Green and Dougherty, 2008; Wolf, 
2002). 
• 2012-2018: Food Tourism covers a full range of experiences: cooking classes, 
cookbooks, shops selling food  and items related to cooking, cooking shows on 
television, food advertising, visits to producers and industries producing food, food 
festivals, street food, wineries and one-of-a-kind restaurants (WFTA, 2020), that all 
contribute for gastronomy to become a hobby and lifestyle for many travelers (Yeoman, 
2008). 
• 2018-Present: The rise of Food Tourism. Nowadays, food and its complexities 
are appreciated as an art to enjoy (WFTA, 2020). It is the recent consumer tendency, a 
main motivation for travelling and the highest category of money and time spend 
(Shankman, 2015). Food tourism is getting even stronger in the contemporary 
increasingly digitalized world. Travelers have the power to advertise foodie 
destinations and share their food and beverage experiences in a veritable social media 
arms race of the most unique experiences (WFTA, 2020). 
In response, a global increase in gastronomy focused events and marketing 
efforts is noticed. Food tour companies, travel brands and startups are popping up, 
offering bespoke food and beverage experiences (WFTA, 2020). DMOs are planning 
gastronomy promotional campaigns and events. Additionally, destinations and hotel 
enterprises are increasingly emphasizing local cuisine, local food systems and certain 
types of tourism, such as wellness tourism and agritourism, promoting healthy or diet 
cuisine and cultivation of local products (Smith and Xiao, 2008).  
Eventually, Food Tourism enters the discussion of tourism in two ways: 
It upgrades the travel experience, and attracts special interest tourists, “gastrotourists” 
(ΣΕΤΕ, 2009). The main countries of origin of gastrotourists are USA, France, Italy, 
Germany, Spain, Netherlands and Britain (ΣΕΤΕ, 2009), that also comprise the main 
markets of Greek tourism, that have bought the Greek product “Sea, Sun and Sand”, 
which can no longer constitute a tourist marketing tool. Now travelers are looking for 
innovation and new experiences. By incorporating gastronomy into the Greek tourism 
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portfolio as an enriched product, Greece could penetrate established markets more 








2.2. Greek gastronomy heritage and its current offer in hotels. 
 
2.2.1. The Greek origin of “gastronomy”. 
Gastronomy is a controversial term, difficult to be defined and overloaded over 
time (Richards, 2002; Santich, 2004). The common perception is that gastronomy refers 
to expensive food, but the classic definition according to Scarpato (2002) refers to the 
study of “good eating”.  
The term gastronomy derives from the Greek word for “abdomen” (γαστήρ) and 
“nomos”, which means knowledge or law (Bampiniotis, 2002). In practice, gastronomy 
is comprised of the combine of good food with wine or beverages and extends to a 
complete network of products and services (Green and Dougherty, 2008): selection of 
suitable raw materials, set of rules for cooking, preparation of dishes, supply and 
enjoyment of food, food consumption patterns, the social context and the symbolism of 
its consumption (Wolf, 2002, WTFA, 2020). 
 
2.2.2. Gastronomy tradition from ancient Greece. 
Greek food has a distinct philosophy and a heritage composed of ingredients, 
dishes, bodily practices and living performances passed on through “body techniques”: 
gestures, movements, positions that define individuals and communities (Mauss, 1973). 
In ancient Greece gathering around the table at mealtime was a social aggregation, that 
provided food to body and spirit (Athanasopoulou, 2019). 
Culinary tradition of 4.000 years is a reminder that Greece’ s cuisine is 
characteristic of its history and civilization (Armstong; Hellander, 2006). Also, 
“Hedypatheia”, the first cookbook written in 330 BC by Archestratus in this country 
describes cooking methods. Ancient Greek people were pioneers in the culinary art: 
authentic Greek cuisine, unique and full of vitality, distinguished by frugality, based on 
simple ingredients like fresh vegetables, virgin olive oil, honey, succulent fruits, 
cereals, nuts, dairy products, fresh fish, seafood and naturally exquisite distilled wines 
(Konstantaras, 2018). Greek cuisine is a precursor of Western cuisine, spread via 
ancient Rome, throughout Europe and beyond (Wilson, 2006). Having an ancient 
tradition, Greek cookery has interacted with numerous cuisines influencing and getting 
influenced by others (Athanasopoulou, 2019).  
Greek people still maintain cooking methods, techniques and local products 
implemented since ancient years (Athanasopoulou, 2019). Exploring the culinary 
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backstreets of the Greek rural districts, travelers meet a wide range of delicacies from 
local producers, monastic communities, women cooperatives, small industries, where 
tradition coexists harmonically with technology. Up to this time, they produce their 
own local wines, cured meats, handcrafted jams, traditional cheese and yoghurt, honey, 
raki, wood-fired bread and artisan pasta, with young people preserving established 
traditions and turning sustainability. The agility of the Greek culinary ecosystem 
flourishes through people committed to the safekeeping of cooking techniques passed 
down through generations (Konstantaras, 2018). Hence, there are local recipes found 
all over Greece and dishes presented only in one region, that constitute incentives for 
visitors. So, distinct regional cuisines are: 
Cuisine of Aegean islands, Peloponnesean, Heptanisiaki, Epirotic, Cretan, Cypriot, 
Macedonian, Mikrasiatiki and Pontiaki.  
2.2.3. Mediterranean diet. 
Greek cuisine is integral part of the Mediterranean diet, universally appreciated 
to be very beneficial for the human body (Athanasopoulou 2019). Its value is 
recognized by international studies over time. Primarily, the Seven Countries Study, 
conducted by the World Health Organization in the 1960 decade, examines the eating 
habits of people from Greece, Italy, Serbia, Holland, Finland, the USA and Japan 
(sevencountriesstudy.com). Since then, the Mediterranean diet, mostly inspired by the 
eating patterns of Greece and Italy, has been widely studied due to its significance for 
health and nutrition (Willet et al., 1995). 
But Mediterranean diet is also a dietary pattern which emphasizes nutrition, 
culture, people, environment and is characterized by sustainability. In 2010, it was 
inscribed in the UNESCO Representative List of the Intangible Cultural Heritage of 
Humanity (UNESCO, 2010). Its sponsors include Greece, Cyprus, Italy, 
Spain, Portugal, Morocco,  Croatia and described as follows: “The Mediterranean Diet, 
derived from the Greek word díaita, is the set of skills, knowledge, rituals, symbols and 
traditions, ranging from the landscape to the table, which in the Mediterranean basin 
concerns the crops, harvesting, picking, fishing, animal husbandry, conservation, 
processing, cooking, and particularly sharing and consuming of food” (UNESCO, 
2010). According to this acknowledgment, Mediterranean diet concept encompasses a 
sociocultural expression of the Mediterranean food culture and its importance is not 
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only in specific foods and nutrients, but also in the production, cooking and eating way 
of the characteristic foods (UNESCO, 2014).  
 
2.2.4. Gastronomy offering in Greek hotels. 
Despite the rich culinary tradition of the country, the level of Greek hotels’ 
cuisine offered to tourists cannot be characterized satisfying. In general, most hotel 
restaurants offer a timid cuisine, without character and much taste, while only a few of 
them offer qualitative local cuisine (ΣΕΤΕ, 2009).  
Additionally, a small number of hoteliers is applying smart solutions, like 
privately owned farms for the supply of raw materials (ΣΕΤΕ, 2009), an improvement 
that practically could upgrade food and prioritize the quality of gastronomy offer 
(ΣΕΤΕ, 2009). 
 
2.2.5. Greek Breakfast. 
Special mention should be made of hotel breakfast. Unfortunately, many hotels 
offer their guests American or continental breakfast, using the argument of increased 
cost. Contrariwise, there are hoteliers that consider the offering of a special Greek 
breakfast of primarily importance, strengthening and displaying their gastronomic 
culture (ΣΕΤΕ, 2009). 
Thus, the Hellenic Chamber of Hotels initiated in 2010 the “Greek Breakfast” 
project, which operates successfully until today.  Its objective is to enrich and meliorate 
the breakfast offer in hotels using traditional recipes from every Greek region. It aims 
to provide hotel guests the opportunity to experience at breakfast the gastronomic 
wealth of the country by tasting the abundant Greek traditional products, the heart of 
the Mediterranean cuisine (greekbreakfast.gr). The vision of the project is to get 
together all the actors of each region (hoteliers, chefs, farmers, producers, 
representatives of chambers of commerce and local government) and create 
sustainability (greekbreakfast.gr). It is important to mention that the project includes 
828 hotels from all classes at present and the accomplishment to establish “Greek 
Breakfast” in all hotels of the country seems to be achievable (greekbreakfast.gr).  
Certainly, Greece has a rich gastronomy tradition, especially regarding 
breakfast. Although varying in each region, the Greek breakfast succeeds in pairing the 
innumerable tastes and aromas with the values of simplicity, clarity and purity and 
guarantees a delicious Mediterranean breakfast. Bread and olive oil are the two main 
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ingredients coming from the past and are still a part of Greek diet. For this reason wheat 
and olive capture in the form of a seal, the communicative image of the “Greek 
Breakfast”. Additionally, in a vast variety of accommodation, travelers can taste local 
Greek flavors with a unique culinary tradition that include products of “Protected 
Designation of Origin” (PDO), “Protected Geographical Indication” (PGI), 








Undoubtedly, Greece is a country with rich gastronomy, but without 
gastronomy tourism. However, some individual cases of Greek hotel businesses 
emphasize food tourism. The success of such food-focused hotels often depends on 
locality, history, identity, traditional foods, foodways, and their evolvement in tourism 
industry (FoodTreX, 2019). 
Nevertheless, characteristics like gastronomy cannot remain isolated from the 
dynamics of the continuously globalization. The introduction of new foods, drinks, 
dining styles may weaken, replace or alter local food traditions (FoodTreX, 2019). 
Also, local food-related practices are often fragile and may be jeopardized by excessive 
exposure to foreign travelers and the need of hoteliers to minimize expenses, maximize 
revenue and streamline operations (Belisle,1984).  
 
2.3.2. Preservation of authenticity. 
Since the valorization of local food and its practices are social transactions, 
authenticity cannot be limited to a philological repetition of the past or protected from 
globalization. Within the sociocultural and economic framework that turns traditional 
foodways into an attraction, the sense of authenticity is a motivation to acquire cultural 
knowledge and a marketing tool in food tourism industry (Yeoman, 2008). Greek food 
is characterized by authenticity, because of its distinct philosophy. Dinning is a social 
event, an opportunity for communication between people sitting around the table and 
meals have duration (WFTA, 2020). 
A major challenge for food tourism providers is to maintain authentic local food 
and beverage in a region (FoodTreX, 2019). So, providing authentic local food 
experiences to guests becomes the most important goal for Greek hotels (WFTA, 2020), 
as local food is about preserving the past, but predominantly about retaining 
authenticity in the future (UNWTO, 2017).  
 
2.3.3. Competition. 
Unfortunately, in Greece, even in areas with exceptional wealth of traditional 
recipes and special local products, are only a few hoteliers that feel like ambassadors 
of local gastronomy, making it difficult for Greek and foreign visitors to discover local 
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flavors (ΣΕΤΕ, 2009; (FoodTreX, 2019). On the contrary, in other Mediterranean 
countries (FoodTreX, 2019), like Italy and France, hoteliers and restauranteurs feel like 
ambassadors of the local food traditions. It is a matter of pride and patriotism for them 
to promote their recipes and local products (ΣΕΤΕ, 2009) and as it is observed, 
gastronomic patriotism is economically rewarded. Restaurants with local cuisine, even 
some hotel restaurants in Greece, are promoted free of charge by internet, specialized 
media in gastronomy, travel guides, local and national tourism organizations (Mintel, 
2009; SETE, 2009). 
Meanwhile, in Spain it is an established perception that gastronomy has become 
the latest trend, that concerns all kinds of people, no matter age, gender, cultural 
background or country of origin. Spanish gastronomy has implemented a strong food 
gastronomy strategy using massive media coverage and a form of edible diplomacy to 
extend its dynamic national identity and image (Lera, 2012). 
 
2.3.4. Selection of cuisine in hotels. 
A peculiarity of Greek hotel cuisine is the need to balance international and 
local cuisine, so that hotel guests can taste food familiar to them, but also discover local 
flavors. To manage this particularity, hoteliers are divided into 3 categories: 
• hoteliers who emphasize international cuisine  
• hoteliers whose highest priority is local cuisine and the promotion of their region 
local products  
• hoteliers who follow intermediate procedures combining both the above.  
The differentiation lies mainly on breakfast, either by enriching an international 
breakfast with local products, or by offering a breakfast completely consisting of local 
tradition products, giving specific gastronomic character (ΣΕΤΕ, 2009). 
 
2.3.5. Stereotypes. 
The demolition of stereotypes is also a challenge that should be encountered. 
Greeks should stop proposing, among other things, tzatziki, moussaka and greek salad, 
and make clear that Greek cuisine is much richer than the food and drink they know 
abroad potential tourists (FoodTreX, 2019). 
 
2.3.6. Quality of food services and human resources. 
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Greek cuisine is internationally well known for its traditional agricultural food 
products and its high nutrition value, but unfortunately hoteliers do not pay that much 
attention on it (FoodTreX, 2019). This results in unstable quality along the spectrum of 
the gastronomy provision, based mainly on cost issues (ΣΕΤΕ, 2009; FoodTreX, 2019). 
The generalized low level of hotel restaurants constitutes a serious problem, that is due 
to the use of low-quality and low-cost materials and especially the lack of 
professionalism, and culinary culture on part of hoteliers (ΣΕΤΕ, 2009). 
The extensive lack of professionalism is observed mainly in hotels that operate 
seasonal (FoodTreX, 2019). Staffing is insufficient, as hoteliers hire less employees 
than needed to do the job. However, the insufficiency is noticed also regarding 
awareness of the job to be done. In many cases, the cooking staff is inexperienced and 
the service staff has an unjustified low level of knowledge about wine and gastronomy 
(ΣΕΤΕ, 2009). Additionally, constant staff changes and nonchalance of entrepreneurs 
regarding training worsen the situation (ΣΕΤΕ, 2009). 
 
2.3.7. Lack of effective promotion. 
Greek cuisine is popular abroad due to its special character and it would have 
gained many more if there was an effective promotional strategy of Greece's 
gastronomic wealth (ΣΕΤΕ, 2009). Variety, simplicity, taste and nutritional value of 
Greek products have made it known worldwide, while some classic Greek raw materials 
are also used in modern international cuisine (ΣΕΤΕ, 2009). 
The Greek Tourism Confederation (SETE), the SETE Institute 
(INSETE), Marketing Greece and the Greek Gastronomy Guide launched in 2018 
the initiative “Gastronomy Destinations”, in an attempt to upgrade the tourism product 
of the country. The Greek Gastronomy Guide provides knowledge about Greece’s 
culinary history, products, specialties and traditional recipes (Pantziou, 2018). Also, 
information is given about hotels and guesthouses around Greece that have highlighted 
local Greek cuisine as their most important competitive advantage. These hotels use 
local products and local recipes to initiate guests on the gastronomic wealth of their 
region, provide activities based on the local gastronomy, they feel like gastronomy 
ambassadors of their region and attracting a lot of gastrotourists (Greek Gastronomy 
Guide, 2018). Unfortunately, although this program has already presented 50 regions, 




According to UNWTO research (2017), there are certain reasons for not 
promoting gastronomy tourism: 
• It is not considered to be a travel motivation  
• Limited budget 
• Not realized potentials 
• Future plans for Food Tourism promotion  
• Gastronomy is treated as part of the cultural tourism (UNWTO, 2017). 
Generally, hotel entrepreneurs have to use effectively the public-private 
initiatives to overcome the above challenges, innovate and meet the expectations of the 




2.4. Prospects for Food Tourism in Greece. 
 
2.4.1. Concepts for application: “Slow Food” and “Gastrodiplomacy”. 
Slow Food and Gastrodiplomacy are two concepts that could be applied to 
Greece’ s marketing plan to boost Food Tourism. The “Slow Food” movement was 
established in Italy in 1986 in opposition to fast food (Petrini & Padovani, 2006), to 
promote local food heritage, support local farmers who prioritize sustainability and 
biodiversity, create opportunities for tourism and point out the importance of local 
products to a new class of consumers willing to pay a fair price for outstanding and 
qualitative flavour, while preserving sustainability and social justice (Petrini & 
Padovani, 2006). Today there are millions of members, more than 1500 slow food 
communities, in more than 160 countries (Slow Food, 2020), that inform visitors for 
local food, cooking techniques, significance of food origin and the pleasure of enjoying 
it (Petrini & Padovani, 2006).  
In Greece there are 9 convivia of Slow Food, but unfortunately not all of them 
are active (Appendix II).  As gastrotourists nowadays turn to local, organic products 
from the Greek tradition and support quality-oriented producers, slow food practices 
could establish modalities that allow local Greek foodways to become viable sources 
of revenue without losing their social and cultural relevance. Taking this into 
consideration, some pioneering chefs try to source most of the ingredients from local 
producers, while some hotels cultivate their own fruits, vegetables and herbs, following 
the “slow food” route (Konstantaras, 2018).  
Regarding Gastrodiplomacy, food constitutes a diplomatic tool since antiquity. 
For instance, Aristotle conferred about the momentousness of common meals forming 
a bond of solidarity among the community members, as strong as the family bond. 
Although the food-diplomacy linkage is dating back several years, gastrodiplomacy is 
a contemporary concept (UNWTO, 2017), prescribed by Rockower (2012) as “a type 
of broader public diplomacy to communicate culinary culture to foreign publics, 
enhance the cultural understanding and influence a broader audience rather than high-
level elites”. Gastrodiplomacy may be non-governmental or governmental: 
Non-Governmental Gastrodiplomacy has implemented by the restaurants 
“Conflict Kitchen” and “My Lucky Tummy”, that serve the pleasure of food and 
platforms for building cultural understanding and facilitating cultural exchange to de-
escalate hostility and dismantle prejudices (Gastrodipomacy.net). On the other hand, 
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Official-Governmental Gastrodiplomacy campaigns have been implemented by Peru, 
Thailand, Taiwan, South Korea, France and Spain during the previous decade to 
increase their influence and achieve diplomatic goals abroad (Rockower, 2012) and its 
application could be a strategy to create demand for Greek food and travel to Greece 
(UNWTO, 2017). 
 
2.4.2. The necessity of a Food Tourism strategy. 
Pronounced important reasons may guarantee that Greece could be established 
as an outstanding food tourism destination (Athanasopoulou, 2019). In Greek culture 
food has long been intrinsic part and component of identity, encompassing local 
traditions, customs and culture (Konstantaras, 2018). Taking into consideration the 
historical continuity of century-old Greek gastronomy, the variety of dishes that 
seasonal and geographical alternates, the gastronomy patterns ceded from generation to 
generation (Athanasopoulou, 2019), it could be easily argued that Greece has the 
potentials to become a leader in food tourism (Wilson, 2006) and food tourism practices 
could be applied by hotels. 
An upgrade course was observed in the quality of the gastronomy in hotels 
during the last years. Proof of the above is the fact that some awards, like Chrysoi 
Skoufoi, were awarded to urban and seasonal hotel restaurants (ΣΕΤΕ, 2009). However, 
tasty local food is not enough for Greece to stand as a food tourism destination.  
Figures and indications show that the demand for authentic food experiences is 
an upward trend (WFTA, 2020) and hotel guests, like all tourists, are increasingly 
looking for them (Yeoman, 2008). According to a UNWTO (2017) survey, 90% of the 
respondents believe that gastronomy is not enough promoted in destinations. 
A solid, well-crafted strategy supported by a full range of food activities appears 
to be highly recommended for Greek destinations and their hotels in order to set action 
plans for maintaining gastronomic authenticity. Greek government should take 
advantage of the request for authentic food experiences and in cooperation with hotels 
and other food businesses apply an integrated strategy based on local gastronomy 
culture (Green and Dougherty, 2008). This process is not difficult as Greek food is 
delicious and its traditions are authentic and long-lasting with a good reputation abroad. 
Assiduous planning is essential for the creation of modern and authentic food-related 
activities to attract visitors, especially those with a special interest in gastronomy, from 




2.4.3. Developing a plan for Food Tourism in Greek hotels. 
 
2.4.3.a) Defining the stakeholders. 
The complexity of managing this project requires synergy among large number 
of public and private agents (UNWTO, 2017). Establishment of a local network of 
operators to cocreate a series of dynamic products and appealing experiences could 
make the most out of a gastronomy-oriented hotel (WFTA, 2019). The first step for the 
development of a Food Tourism plan, is to define stakeholders. The cluster of food 
tourism industry is constituted by many interrelated sectors.  Except from hotels, this 
includes other hospitality and travel businesses, food and beverage businesses, 
producers, organizations, governments, media, and academia (WFTA, 2020). The 
coordination and cooperation of all these actors is required to bring forward plans for 
maintenance of locality through sustainable offer of authentic food experiences (Pirog, 
2001; Green and Dougherty, 2008). Of course, a system to empower the actions and 
exchange of knowledge among stakeholders is a necessity (UNWTO, 2017; Pirog, 
2001; Green and Dougherty, 2008). 
The interrelation of place, local food and visitors’ experience provides 
opportunities for innovation and joint actions to promote hotels as food tourism 
attractions (Hall & Mitchell, 2001). Tourism associations in national and regional level 
could sponsor food travel programs to highlight unique food experiences at hotels (Hall 
& Mitchell, 2001). Promotional campaigns should also be deployed. It is vital for rural 
areas to promote their agricultural products (Hall, 2005) and thereupon operators and 
marketing agents create campaigns to attract tourists. Local hotel farms could also 
attract visitors (Hall et al., 2003). On the other side, government should fund programs 
for preservation and communication of local food traditions. And last but not least, 
hospitality employees and residents both need to be educated regarding these traditions 
and all of them, aligned to the same goals, need to educate visitors about the local food 
and drink experiences they are enjoying (WFTA 2020). 
 
2.4.3.b) Upgrade the offered quality. 
Nowadays, it is a necessity for Greek hotel businesses to create a food culture, 
based on local products (UNWTO, 2017). Hall and Mitchell (2001) claim that offering 
qualitative local gastronomy is a delightful experience, which also defines a region’ s 
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culture. Accordingly, as no policy will completely negate the effects of foreign food 
and drinks being introduced into a local region, upgrading the local gastronomy supply 
is an immediate priority (ΣΕΤΕ, 2009). 
In this objective, hotel chefs have a major role (UNWTO, 2012). They should 
know the seasonality of local products, local producers, quality, needed quantity, 
availability of products to meet specifications, their production process (Murphy and 
Smith, 2008). Also, they are called upon to add their own value in the final product, 
make appropriate links in the chain, select traditional local recipes or create new ones, 
edit the menu to capture information about locality and pass it on to the hotel guests 
(Murphy and Smith, 2008). 
Implementation of “Greek Breakfast” and some traditional dishes is the least 
that can be made in hotels. Hotel accommodation can easily be combined with 
gastronomy activities, promoted through them (ΣΕΤΕ, 2009) and working together with 
other tourism businesses, agriculture, food and beverage producers, food service to 
represent activities in a free-flowing continuum (UNWTO, 2017). The final product 
should be authentic, unique and memorable food tourism experiences. Precisely 
because of their uniqueness and their value in a market, that is always looking for the 
“next hot thing” and fresh experiences, traditional foodways can easily be turned into 
marketable goods and attractions for tourists (UNWTO, 2012). To accomplish this 
purpose, hoteliers should manage all the elements of the value chain (WTFA, 2019). 
 
2.4.3.c) Development of food-related activities. 
The offered food tourism experiences should meet the qualitative requirements  
(UNWTO, 2012), so that satisfied hotel guests can recommend them to others. An 
example of educational food tourism activities in a hotel could be a cooking class on 
how to make local recipes (Athanasopoulou, 2019). Cooking classes may also pose an 
example of gastrodiplomacy, acting as a tourist information center. Research found that 
this type of cooking instructors introduces guests to local life with appreciation to every 
local aspect. Consequently, a cooking class instructor may play the role of a cultural 
ambassador (UNWTO, 2017). 
Other examples may be wine tasting, olive oil tasting, Greek themed events 
(ΣΕΤΕ, 2009). The use of typical food and drink for spa treatments like olive oil, raki, 
masticha, essential oils made from herbs is also adopted by few Greek hotels, but in 
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general the offer is limited and, where it exists, has not been satisfactorily displayed 
(ΣΕΤΕ, 2009). 
Moreover, Greek hotels could organize food tourism activities outside the area 
of the hotel for guests (UNWTO, 2012). For example, visits to wineries, production 
places, areas with crops, food or beverage manufacturing companies, food-related 
museums, routes, tours, tour operator programs and participation in regional 
gastronomy events (ΣΕΤΕ, 2009).  
Wine tourism composes integral sector of Food Tourism (UNWTO, 2017). A 
recent development in Greece is the emergence of gastronomy-themed hotels. In 2007 
a hotel was built in Metsovo next to a winery. Inspired by the world of wine, there is 
also an atmospheric spa as well as a wine tasting area. The customers of the unit can 
participate in wine-related activities, while the spa offers wine therapy treatments. 
Another brilliant Greek example is “Routes of Wine” with participation of 55 hotels 
and guesthouses of Northern Greece, that produce and sell their own local products, 
and organize activities related to them. 
 
2.4.3.d) Online presence. 
Furthermore, social media is particularly powerful in hospitality and tourism. 
The digital era has created new channels, audiences and space for conversation 
(UNWTO, 2017). Social media promotions of food experiences ought to be extremely 
affective and also combined with different activities. For example, combining food 
products with treatments at the hotel spa seems to be more appealing to a larger 
audience, that would not choose to do one of them exclusively (WFTA, 2020). 
Potential hotel guests might get inspired with quality imagery and engaged in 
food experiences. Pictures say a thousand words and they can also “taste” good. Social 
media campaigns should be immersive and inspiring, with professional photography, 
because this kind of content absolutely encourages organic engagement (WFTA, 2020). 
 
2.4.3.e) Human resources. 
As mentioned before, a large percentage of employees in the catering industry 
have incomplete training, ignoring details about Greek local cuisine and execution of 
recipes. Although in recent years a new generation of experienced expatriate Greek 
chefs appeared, it could not be claimed that Greece has high quality human resources 
throughout hotel gastronomy service (ΣΕΤΕ, 2009).  
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It is of vital importance that hoteliers invest in the training of their employees 
(UNWTO, 2017). Except from practical education, a food tourism professional must 
be the designer of unique experiences, with exceptional communication skills and 
excellent capacity on linking local cuisine with hotel guests (UNWTO, 2017). Hotel 
staff in dining areas should be trained on storytelling, as through narrative and 
innovative stories about local food, hotels will be able to be more attractive for food 
loving travellers and reflect their point of difference and uniqueness (UNWTO, 2017). 
 
2.4.3.f) Interaction with hotel guests. 
All the activities above, food skills, preparation and production, should not be 
presented to tourists in museum-like structures or in well-designed historical re-
enactments. Interaction makes them more appealing and creates for participants 
embodied connection with eating and consumption (Yeoman, 2008).  
A project of Slow Food in Greek hotels with priority to local networks, aiming 
to overcome excessive separation between food providers and hotel guests, may ensure 
viable and lively hotel businesses. Food is a suitable medium for this kind of interaction, 
while ingredients, dishes and practices compose a part of a living tradition that cannot 
be isolated by tourism. The involvement of visitors directly and actively in the 
production process and the finalities of the overall project as co-producers may be a 
unique experience and offer a wider and holistic form of participative tourism. 
According to researches, food tourism activities can be translated into personalized 
experiences and memories. 
The concept of “eating as an agricultural act”, embraced by Slow Food, could 
remind hotel guests of the embodied aspects of food production and their 
responsibilities in terms of sustainability in food systems, biodiversity, ethical issues, 
environmental and social contexts. Moreover, this is the basis for what Slow Food 
(2010) defines as eco-gastronomy: “everyone has a fundamental right to pleasure and 
consequently the responsibility to protect the food heritage and traditions”. 
 
2.4.4. Benefits for communities, local businesses, visitors and hotels. 
Substantial benefits are not fully realized. However, entertaining and enjoyable 
local food experiences may be an important aspect in economic, sociocultural and 
environmental sustainability of tourism (WFTA, 2020), positively impacting 
communities, local businesses, visitors, and hotels (ΣΕΤΕ, 2009; Kim et al., 2009).  
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At local level, besides the obvious positive economic impact for communities 
and businesses, food tourism may be profitable in the creation of cross-cultural links 
and preservation of traditional customs, that conduce to authentic food destinations 
(UNWTO, 2017; WFTA,2020; Hall, 2005). Added value is given by linking local 
landscape, culture and cuisine (Hjalager and Richards, 2002) for “recovering the 
authentic” and “refashion nature, and hence reality itself” (Yeoman, 2008). Tasting 
food and wine firsthand may be extremely beneficial for small businesses and producers 
(Hall & Mitchell, 2001). The strong relationship between tourism and food producers 
is a great opportunity for sustainable gastronomy destinations (Pantziou, 2018). But 
rather than agritourism, local food tourism represents a greater contribution to 
rural community economic development because it emphasizes linkages among 
multiple sectors of the local economy, whereas agritourism enterprises are often private 
endeavours (Green and Dougherty 2008). 
It is apparent that food focused hotels have considerable potentials to increase 
the enjoyment, enrich and enhance visitors’ experiences, whether he has a special 
interest in gastronomy or not (ΣΕΤΕ, 2009). As a tourist product, local cuisine is an 
authentic and memorable experience, that combines products, services and activities. 
Consumption of local traditional products creates awareness about exploring food 
production and preparation, emphasizing authenticity. Generally, tasting local cuisine 
means initiating the local “lifestyle” and satisfying the demand for iconic products that 
communicate the region’s culture (Sims, 2010). 
It is understandable that the perception of hotel guests about quality 
accommodation includes infrastructure, cleanliness, service and hotel restaurants to 
enjoy food of good quality. As a strategic element, local food and consequently  
offering affordable and tasty food experiences, is a feature that may add value in terms 
of quality and quantity to a hotel and contribute to its brand development and 
sustainable competitiveness.  
As gastronomic patriotism is rewarded by the market, hotel dining areas could 
pose great ambassadors of the local food tradition (UNWTO, 2017).  In the meanwhile, 
base their gastronomy offer on traditional recipes, use typical local products and offer 
tasty and well-priced cuisine, could receive free viewing, resulting in an increased 
customer base, revenue and longer season (ΣΕΤΕ, 2009). Undoubtedly, quality is 
rewarded. Finally, a hotel with reputation of good cuisine would attract a niche market 




Literature review is based on books related to food tourism. Supplementary 
methods employed, comprise scientific articles, journals, reports and secondary 
research on the Internet, mainly on websites. Also, food tourism-related surveys and 
their results are used for the purpose of supporting the confirmed theoretical framework.  
For the completion of the inquiry, a questionnaire was conducted to identify 
food-related practices in Greek hotels and their contribution to the development of food 
tourism in Greece. The correspondence was quite satisfying, as 350 people -hoteliers 
and employees of all departments- from hotels all around Greece completed the 
questionnaire and their answers proved to be meaningful for the dissertation’ s goals. 
The questions were based on the following thematic areas  performed food-related 
activities, perceptions about challenges and opportunities that may impact Food 





4. Data analysis. 
 
4.1. Demographics. 
The pool of respondents was composed of 350 people: 210 (60%) female, 140 
(40%) male.  
Most of them 151 (43%) are the millennials, 114 (33%) are at the age group 35-
44, 52 (15%) at the age of 18-24, and 33 (9%) are 45+. 
The majority of them 147 (42%) own a university degree, 119 (34%) are 




Regarding the working experience in hotels, 160 people (46%) have 3-10 years 
working experience, 84 (24%) have 11-19 years experience, 55 (16%) work in the hotel 
industry 1-2 years, and 51 people (14%) have a working experience in hotels for more 
than 20 years. It is considerable that although almost 300 respodents have been working 
for more than 3 years in hotels, their level of education can be characterized basic. 
In the questionnaire participated hoteliers and employees. Only 4 (1%) of them 
are hoteliers, 79 (23%) are working in the rooms division department, 20 (6%) are 
general managers, 10 (3%) are sales and marketing employees, 7 (2%) are working in 
the human resources department, 8 (2%) in housekeeping and maintainance (other),  
and a great percentage of 222 (63%) are food an beverage employees. 
Most of the respondents 203 (58%) work in 5* hotels, 108 (31%) in 4* hotels, 
























In the survey participated employees from hotels all over Greece. 30 (9%) of 
the participants work in Athens, 22 (6%) in Thessaloniki, 54 (15%) in Chalkidiki, 33 
(9%) Ionian islands, 11 (3%) North Aegean, 9 (3%) Sporades, 48 (14%) Kiklades, 50 
(14%) Dodekanisa, 55 (16%) Crete, 9 (3%) Cyprus, 29 (8%) Mainland. 
The overwhelming majority of the respondents, 278 (79%), is working in 
seasonal hotels, while only 72 (21%) are working all year round.  
 
 
4.2. Gastronomy identity and food-related activities in Greek hotels. 
Regarding the type of food served at the hotel restaurants, according to the 
respondents, 46 (13%) of the hotels offer international cuisine, 80 (23%) offer local 
cuisine and the majority of them, 224 (64%) follow intermediate tactics offering both 
national and international cuisine. 
When asking about the implementation of “Greek Breakfast”, 208 (59%) said 
that the hotel they work in is not a member of the program, while 142 (41%) said that 
the hotel they work has implemented this program. 
However, 142 (41%) respondents said that there is a gourmet restaurant in the 
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Describing the food and beverage experiences provided by hotels, it seems 
difficult to absolutely characterize them as authentic, unique, educational, memorable 
and basic or the opposite. The majority of people chose not to comment specifically on 
this matter. At the same time, less than 1/3 of the respondents characterized with 
modesty the offered experiences.  
 
 
Regarding the local food-related activities, the most applied (217) is the local 
corner on buffet and follow (202) themed events. With a great variation follow the spa 
treatments with local food products (145), wine tasting (142), cooking classes (115), 
and retail stores in the hotel that sell local food and delicacies (101). Less applied (63) 
are visits to producers. Only 6 respondents answer that no food-related activity is taking 
place in the hotel they work. Given the numbers, it seems that hoteliers in Greece do 
not consider food related activities that much important, or they do not have the 
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4.3. Challenges for the Greek food tourism industry. 
When asking about the factors that may negative affect the food tourism 
industry, the most terrifying are the economic slowdown (174), the similarity of the 
offered food and beverage experiences (143), decreasing quality (132) and the unstable 
political factors (128). According to the respondents, in order to organize successful 
gastronomy activities, hotel businesses should also take into consideration safety 
threats (93), globalization (87), climate change (74), overtourism (67) and not offer 
industrialized food supply (57).  
On the opposite, there are factors that are highly appreciated by respondents to 
boost the food tourism. The most crucial are information for food and beverage 
activities (196), organic and healthy food (189), social media (137), and emphasis on 
sustainability (126). Also, programs on food and travel (93), more food and beverage 
activities (83), millennials who search for unique experiences (77) and creation 
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Training of hotel employees on food and beverage tradition is essential for most 
of the respondents: 209 answered that it is extremely important, 85 very important, 40 
said important, 11 not that much important and 5 not important at all. 
 
 
4.4. Prospects of implementing a food tourism strategy in Greek hotels. 
For the majority of the respondents, the implementation of a food tourism 
strategy may bring benefits. 
140 of the respondents said that a food tourism could be an extremely beneficial 
strategy to attract tourists in hotels, 199 consider it as beneficial and only 11 said that 
it will not help to attract guests.  
According to 187 the implementation of a food tourism strategy will be 
extremely beneficial in providing improved experiences to tourists, 157 find it 
beneficial and only 9 respond that it will not enhance the total experience. 
Asking about the positive economic impact, 162 answered that it will be 
extremely beneficial for local economy, 161 consider it beneficial and only 27 argued 
that it will not benefit the economy. 
In the question about the positive reputation that it may bring, 216 answered 
that it would be extremely beneficial, 129 beneficial and only 5 not beneficial.  
Also, 180 believe that a food tourism strategy implemented by hotels will be 
extremely beneficial on preservation of local heritage, 150 regard it beneficial and 20 
not beneficial. 
Regarding the role of food tourism in the education of restaurant employees in 
local food traditions, 194 count it as extremely beneficial, 132 as beneficial and 24 as 
not beneficial. Also, regarding the education of hotel guests in local food practices it is 
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Answering the question about the future of food travel in Greece, 205 (58%) of 
the respondents can view that future growth of food tourism in Greece is extremely 
possible, 128 (37%) believe that maybe food travel will grow. Only 17 (5%) believe 




However, there are several limitations to this study. It is impossible to measure 
exclusively food tourism added economic value in this composition, because Greece 
has been a major tourism destination for many years. Additional data is needed to 
evaluate the number of tourists attracted to Greek regions and hotels exclusively due to 
promotional campaigns as gastronomy destinations. 
Moreover, any food activities, have been initiated in regions independently from 
tourism. Assessments of food tourism activities in these different contexts would 
provide full comprehension of the barriers and opportunities for Greece’ s strategy. 
Also, it was not possible for the extend of this setting to reflect all the existing 
food tourism projects and activities. Additional research is essential to investigate forms 
implemented by hotels and the set of consequences for the different sectors involved in 
food tourism. 
Last, but not least it should be mentioned that the process of research is never-
ending. Particularly, food tourism in Greece is a complicated and multi-dimensional 
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5. Interpretation of findings. 
Taking into consideration the demographic information, it could be definitely 
argued that the pool of respondents is composed by people of different gender, age, 
education level and working experience in different departments of hotels, who 
represent seasonal and year-round hotels of all classes throughout Greece. 
Consequently, the results of the questionnaire could be considered sufficiently reliable 
and plausible. 
Analyzing the given data, it turns out that less than ¼ of the hotels offer exclusively 
local cuisine and almost half of them have implemented the Greek Breakfast project. 
The vast majority of hotel restaurants offers both local and international cuisine. At the 
same time in many hoteliers emphasize gourmet cuisine, as in a large number of hotels 
operate gourmet and award-winning restaurants. Nowadays, the number of hotel 
restaurants offering haute and creative cuisine is increasing, especially in the capital city of 
Greece. However, those located in Athens, even if operating within hotels, are almost 
exclusively targeted at the local market. On the contrary, those addressed to tourists, operate 
only seasonal in summer destinations. 
In many cases the supplanting of local cuisine in hotels is mainly because of 
increased cost. However, there are Greek hoteliers who have shown that there are 
affordable ways to offer local cuisine. At this point, fusion cuisine is not rejected. On 
the contrary, by fusing regional and international cuisine, a unique selling proposition 
might be achieved. Breakfast buffet and a la cart menus should start including 
Greekness and being enriched with local delicacies. 
Additionally, it is urgent need for qualitative food tourism activities to be 
developed in hotels. The most popular local food experiences offered are local corner 
at the buffet and some local dining themed events. Moreover, the fact that the offered 
activities are characterized by mediocrity is a proof that more imagination and creativity 
are needed to invest in valuable and modern gastronomy activities that will be unique, 
authentic, memorable and educational. As food travelers are characterized explorers, 
they would attend by pleasure cooking classes, food tours, wine, beer and spirit tastings, 
shopping in local groceries and gourmet stores, visits to food and beverage producers 
to sample what makes the area famous, dinning out in unique foodservice 
establishments. 
Surely, when designing new food tourism experiences various aspects, that may 
cause negative impacts should be taken into account. Initially, the activities must be 
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particularly independent from globally standardized and industrialized supply systems, 
even though these are cost-effective and simple to acquire. Also, concerning hygiene 
and quality, these are aspects that should be immediately implemented, controlled, and 
proved by verifications and documents to guarantee food safety of each procedure. 
Quality and locality are meaningful and fundamental parameters for prepaid meals - 
half board, full board or all-inclusive - and the à la carte cuisine and a key factor in 
evaluating gastronomic establishments, maximizing the popularity of hotels, and 
obtaining certifications that ensure quality. Hoteliers have to count in climate change, 
economic slowdown and everchanging political factors. 
Furthermore, extra emphasis should be given on aspects able to boost and 
positive impact food tourism activities and local dinning in hotels. Food tourists are 
progressively becoming more demanding, exercise criticism and share experiences 
online. A digital campaign seems to be an immediate priority and main tool for hotels, 
as the digital era allows easy access to first-hand information about foreign gastronomy, 
encouraging travel to experience it. Also, millennials appreciate customizable 
experiences, suggested itineraries and seeking for them. Food experiences developed 
to entice the millennial audience, create numerous opportunities for hotel development. 
Monitoring the culinary trends and adapt by incorporating some of them could 
positively impact hotels’ image. A modern tendency, that should be exploited by Greek 
hotels, is the consumption of organic and healthy food. Wine, beer and spirits tasting 
should also be implemented as they compose living and integral part of the Greek 
gastronomic tradition. For hotels that wish to promote their food tourism activities, 
online promotional strategies are highly recommended, considering social media 
content as well. 
Special attention should be given regarding the hotel employees and their 
training on local food traditions. Selection of professional partners in the kitchen and 
dining room is essential to reflect local gastronomy traditions. But beyond that, frequent 
evaluation of them is urgent to diagnose any gaps and invest in their training on all the 
key issues of a dining area: menu, wine list, its behavior, all-in-one access instructions, 
opening hours, reservation system. 
Prospects at the global level are considered extremely favourable. Anyone who 
has been following the tourism industry and the international tourism developments, 
has the awareness that in the coming year’s food tourism is expected to rise. Taking the 
results of the statistics into consideration, in seems that hoteliers should emphasize on 
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a specific philosophy about the gastronomy they offer, rather than on intermediate 
means, as travellers are no more seeking just a service, but a full experience. Now it is 
more important than ever for hotels to maximize the potentials of food tourism and get 
an active role on attraction of guests through improved experiences, that will contribute 
to the sustainability, including economic growth, positive reputation, social inclusion, 




6. Conclusion and recommendations 
There is no doubt that food and drink are the centre of any tourist experience. 
So, inevitably, for the tourism industry, food has become a crucial element in 
determining and shifting customer flows, as local traditions and products frequently 
compose valuable assets in defining the attractiveness of place and accommodation.  
As a concept of special interest tourism, it encompasses cultural practices and 
comprises the sustainable values of territory, landscape, sea, local history and respect 
for culture heritage, embedded in modern tourism. Food tourism introduces a chance 
for revitalization and diversification of the Greek tourism product and promotion of 
local economy, involving a lot of interrelated professional sectors and practices. Hence, 
it could reinforce branding of hotels, maintaining local traditions and diversities, 
exploiting and rewarding authenticity.   On this basis, the results of this study confirm 
previous research that any evolution in the food tourism field may generate significant 
benefits for tourism destinations, local businesses, like hotels, and tourists. 
However, the still existing barriers deepening the linkages of food tourism 
industry in Greece and the country’ s hotel entrepreneurs. These include the mainly 
preservation of authenticity, gaps in quality, cost disconnection, and lack of linkages. 
Unfortunately, in Greece experience has shown that the implementation of plans 
hinders and the delay is to the detriment of competitiveness. The search for alternatives 
is often a one-way street. 
For food tourism to rise in a destination like Greece and for economic benefits 
distributed widely and equitably, encompassing hotels as well, gastronomy should be 
promoted as trails. Alignment of all the different tourism providers to the same goals is 
extremely important.  
Gastronomy tourism, as it is embodied in “Greek Breakfast” project, offers 
hotel guests an opportunity to taste traditional food, explore culinary habits of local 
people and gain knowledge about these. The project has created a strong relationship 
between local agricultural production and tourism, enhanced agricultural production, 
and boosted local production and economy. Undoubtedly, hotel enterprises can offer a 
rich and diverse tourism product to their guests, adopting practices like Greek breakfast. 
Thus, gastronomy tourism can act as a useful tool for the place branding, giving 
the opportunity to hotels to enhance their image, construct a competitive advantage and 
expand their reputation as different and innovative businesses. Also, as a pull factor it 
may increase the number and the “quality” of tourists.  
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In the competitive and global tourism market, innovation must be ongoing. 
Nevertheless, the maintenance of identity and authenticity is equally important. The 
undertaking is entirely depended on the realities of the shifting and globalized 
contemporary culture. But, at the same time local gastronomy and food traditions 
should not be codified and turned into museum pieces that cannot evolve and 
consequently become emaciated. Overall, although the promotion of hotel food 
activities have to be global, the experience ought to remain local, because food tourism 
as a form of culture must be configured around quality and authenticity of the Greek 
tourism product. 
In Greece, albeit still in its early phases, Food Tourism can be developed as a 
slow food tourism model in hotels around the country, that highlights food as an 
attraction to be consumed and as the core of productive and satisfying inter-actions 
between hoteliers and temporary visitors. 
Local cuisine and the strong sense of hospitality are the strongest elements for 
the future development of Greek food tourism. If cultivated properly, this durable 
combination may become imperishable. Extensive report has already been made 
regarding the elements of local cuisine. Regarding the second crucial element, from 
ancient years to present, Greeks have welcomed their guests with great hospitality, 
inviting them to meals. This act still provided by greeks is a proof of supreme 
philoxenia and a way to show guests that they are welcome in Greece. 
All in all, the necessary links between gastronomy and tourism already exist, 
but there is need for food tourism activities throughout the country and its hotel 
businesses. As a country with a long gastronomy tradition and a strong sense of 
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GREEK GASTRONOMY GUIDE: GASTRONOMIC COMMUNITIES – HOTELS  
Aegialia 
• Guesthouse Gero-Fotis http://www.gerofotis.com/ 
• Semantron Traditional Village https://www.semantron-hotel.gr/ 
Aegina  
• Aeginitiko Archontiko http://aeginitikoarchontiko.gr/ 
Amorgos 
• Aegialis Hotel & Spa https://amorgos-aegialis.com/el/ 
https://amorgos-aegialis.com/el/experiences/ 
Arta 
• Hotel Byzantino https://www.hotelvyzantino.gr/ 
Athens 
• GB Roof Garden Restaurant https://www.gbroofgarden.gr/ 




• The Zillers Roof Garden https://thezillersathenshotel.com/athens-roof-garden-
acropolis-view/ 
• Tudor Hall https://www.tudorhall.gr/ 
Corfu 
• Corfu Palma Boutique Hotel https://www.corfupalmaboutiquehotel.com/ 
• Puppet Guesthouse  
• Bioporos organic farm https://bioporos.gr/ 
Crete  
• Kalimera Archanes Village http://www.archanes-village.com/ 
• Avli Lounge Apartments http://www.avli.gr/ 
• Kapsaliana Village Hotel https://www.kapsalianavillage.gr/ 
Drama 
• To aloni tou kir-Thanasi https://www.alonihotel.gr/el/ 
• Hydrama Grand Hotel https://www.hydramagrandhotel.gr/ 
Ermionida 
• AKS Hinitsa Bay https://www.akshotels.com/hinitsa-bay-hotel/hotel/ 
Zagori, Metsovo 
• Katogi Averoff https://katogiaveroff.gr/en 
• Rokka Guesthouse https://rokkazagori.gr/rokka-zagori/ 
• Anemi Guesthouse https://anemi-zagori.gr/ 
Ios  
• Liostasi Hotels & Suites 
Kalamata 
• Yiamas Gastrobar https://www.elite.com.gr/ 
Kerkini 
• Oikoperiigitis http://www.oikoperiigitis.gr/el/ 
Kefalonia 
• George Molfetas Museum Hotel and Heritage Villa 
https://www.kefaloniamuseumhotel.com/ 
Kos 
• Triton Hotel https://www.triton-hotel.gr/ 




• Pirgos of Mytilene https://www.pyrgoshotel.gr/ 
Mani 
• Kyrimai Hotel http://www.kyrimai.gr/el 
Naoussa 
• Sfendamos Wood Village https://sfendamos.gr/ 
• Esperides Spa Hotel https://www.esperideshotel.gr/ 
• Palea Poli Deluxe Boutique Hotel https://www.paleapoli.gr/el/ 
Nemea  
• Alkyon Resort Hotel & Spa https://www.alkyonhotel.gr/ 
Paros 
• Summer Senses Luxury Resort https://www.summersenses.gr/ 
Patmos 
• Apokalipsi, Patmos Aktis Suites and Spa Hotel https://www.apocalypsis-
patmos.gr/en/ 
Pilio-Volos 
• Mansion Heritage Building, Santikos Collection 
https://santikoscollection.com/mansion/ 
• Kritsa Gastronomy Hotel https://www.hotel-kritsa.gr/cgi-
bin/pages/index.pl?arlang=Greek&type=index 
Poros  
• Odyssey Apartments https://odysseyactivities.com/ 
Santorini 
• Aegialos Niche Resindences &Suites https://www.aigialos.gr/ 
• Esperas Hotel https://www.esperas-santorini.com/ 
Syros 
• Blue Harmony Hotel https://www.blueharmony.gr/ 
Hydra 
• Bratsera Hotel https://bratserahotel.com/ 
• Four Seasons Hydra https://www.fourseasonshydra.gr/gr 
Chios 
• Spitakia http://www.spitakia.gr/ 






WINEROADS OF NORTHEN GREECE: TOURS – ACCOMODATION 
 
THE WINE ROUTE OF EPIRUS (IOANNINA) 
• Aristi Mountain Resort http://www.aristi.eu/ 
• Aroma Dryos Eco & Design Hotel http://www.aromadryos.gr/ 
• Galaxias http://www.hit360.com/galaxias 
• Katogi Averoff http://www.katogihotel.gr/ 
• Hotel Frontzu Politia http://www.frontzupolitia.gr/ 
 
THE WINE ROUTE OF THE LAKES (FLORINA, KOZANI) 
• Lamoara http://https//www.lamoara.gr/ 
• Argyro http://http//argyro.gr/ 
• Iberis http://www.iberis.gr/ 
• Nymfes http://www.nymfeshotel.gr/ 
• Enterne Guesthouse http://www.enterne.gr/ 
• Agonari http://www.agonari.gr/ 
 
THE WINE ROUTE OF NAOUSSA (IMATHIA) 
• Villa Anthemia http://www.villaanthemia.gr/ 
• Esperides Spa Hotel http://www.esperideshotel.gr/ 
• Guesthouse Niaousta http://http//www.niaousta.gr/ 
• Palea Poli http://www.paleapoli.gr/ 
• Sfendamos http://www.sfendamos.gr/ 
 
THE WINE ROUTE OF PELLA-GOUMENISSA (KILKIS) 
• Dimosthenis http://www.dimoshotel.gr/ 
 
THE WINE ROUTE OF THESSALONIKI (THESSALONIKI) 
• Royal Hotel http://www.royal-hotel.gr/ 
 
THE WINE ROUTE OF CHALKIDIKI (CHALKIDIKI) 
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• Porto Carras Grand Resort 5* http://https//www.portocarras.com 
• Secret Paradise Hotel & Spa http://www.secretparadise.gr/ 
• Villa Kalyva Mare http://https//www.portocarras.com 
• Arhontiko Viraggas http://www.viraggas.gr/ 
• Alkyonis Hotel http://www.alkyonis.com/ 
 
THE WINE ROUTE OF DIONYSUS (DRAMA, XANTHI) 
• Grand Chalet Hotel http://www.hgcg.gr/ 
• Granitis Hotel http://www.granitishotel.gr/ 
• Kokkymelon http://www.kokkymelon.gr/ 
• Marilia http://www.marilia.gr/ 
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